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Notice of Opposition

Notice is hereby given that the following party opposes registration of the indicated application.

Opposer Information

Name Apple Inc.

Granted to Date
of previous ex-
tension

05/11/2014

Address 1 Infinite Loop
Cupertino, CA 95014
UNITED STATES

Attorney informa-
tion

Joseph Petersen
Kilpatrick Townsend & Stockton LLP
1114 Avenue of the Americas, 21st Fl.
New York, NY 10036
UNITED STATES
NChollet@kilpatricktownsend.com, JPetersen@ktslaw.com, agar-
cia@ktslaw.com, NYTrademarks@ktslaw.com, tmadmin@ktslaw.com
Phone:212-775-8700

Applicant Information

Application No 85782659 Publication date 11/12/2013

Opposition Filing
Date

05/12/2014 Opposition Peri-
od Ends

05/11/2014

Applicant The Teacher's Fund Corporation
12 Littlefield Court
Haworth, NJ 07641
UNITED STATES

Goods/Services Affected by Opposition

Class 036. First Use: 0 First Use In Commerce: 0
All goods and services in the class are opposed, namely: Credit card and debit card services

Grounds for Opposition

Priority and likelihood of confusion Trademark Act section 2(d)

Dilution Trademark Act section 43(c)

Marks Cited by Opposer as Basis for Opposition

U.S. Registration
No.

2820066 Application Date 05/29/2003

Registration Date 03/02/2004 Foreign Priority
Date

NONE

Word Mark NONE

http://estta.uspto.gov


Design Mark

Description of
Mark

The mark consists of the design of an apple with a bite removed.

Goods/Services Class 036. First use: First Use: 1983/07/00 First Use In Commerce: 1983/07/00
Consumer lending services; retail credit services; retail credit services for the
purchase of computers, computer software, consumer electronics and related
accessories; providing information in the fields of investment and finance over
computer networks and global communicationnetworks; financial services,
namely, installment loans, lease-purchase financing and loans, and loan finan-
cing

U.S. Registration
No.

2926853 Application Date 08/16/2002

Registration Date 02/15/2005 Foreign Priority
Date

02/26/2002

Word Mark NONE

Design Mark

Description of
Mark

The mark consists of the design of an apple with a bite removed.

Goods/Services Class 035. First use: First Use: 1983/00/00 First Use In Commerce: 1983/00/00
analysis and consultation in the field of business information management,
namely, the selection, adoption and operation of computers and computer in-
formation management systems; providing information in the fields of business
and commerceover computer networks and global communication networks;
business services, namely, providing computer databases regarding the pur-
chase and sale of a wide variety of products and services of others;business
services, namely, dissemination of advertising for others via computernetworks
and global communication networks; retail store services featuring computers,
computer software, computer peripherals and consumer electronics, and
demonstration of products relating thereto; online retail store services provided
via computer networks and global communication networks featuring computers,
computer software, computer peripherals andconsumer electronics, and demon-
strationof products relating thereto
Class 039. First use: First Use: 1985/00/00 First Use In Commerce: 1985/00/00



computerized data storage services; data storage relating to business

U.S. Registration
No.

3679056 Application Date 01/13/2009

Registration Date 09/08/2009 Foreign Priority
Date

NONE

Word Mark NONE

Design Mark

Description of
Mark

The mark consists of the design of an apple with a bite removed.

Goods/Services Class 009. First use: First Use: 1977/01/31 First Use In Commerce: 1977/01/31
Computers; computer hardware; computer peripherals; handheld computers;
handheld mobile digital electronic devices for recording, organizing, transmitting,
manipulating, and reviewing text, data, image, audio, and audiovisual files, for
the sending and receiving of telephone calls, electronic mail, and other digital
data, for use as a digital format audio player, handheld computer, personal digit-
al assistant, electronic organizer, electronic notepad, camera, and global posi-
tioning system (GPS) electronic navigation device; digital audio and video re-
corders and players; personal digital assistants; electronic organizers; cameras;
telephones; mobile phones; satellite navigational systems, namely, global posi-
tioning systems (GPS); electronic navigational devices, namely, global position-
ing satellite (GPS) based navigation receivers; computer game machines for use
with external display screens, monitors, or televisions; a full line of accessories
and parts for the aforementioned goods; stands, covers, cases, holsters, power
adaptors, and wired and wireless remote controls for the aforementioned goods;
computer memory hardware; computer disc drives; optical disc drives; computer
networking hardware; computer monitors; flat panel display monitors; computer
keyboards; computer cables; modems; computer mice; electronic docking sta-
tions; set top boxes; batteries; battery chargers; electrical connectors, wires,
cables, and adaptors; devices for hands-free use; headphones; earphones; ear
buds; audio speakers; microphones; and headsets; a full line of computer soft-
ware for business, home, education, and developer use; user manuals for use
with, and sold as a unitwith, the aforementioned goods; downloadable audio and
video files, movies, ring tones, video games, television programs, pod casts and
audio books via the internet and wireless devices featuring music, movies,
videos, television, celebrities, sports, news, history, science, politics, comedy,
children's entertainment,animation, culture, current events and topics of general
interest

U.S. Registration
No.

2715578 Application Date 07/01/2002

Registration Date 05/13/2003 Foreign Priority
Date

NONE

Word Mark NONE



Design Mark

Description of
Mark

NONE

Goods/Services Class 009. First use: First Use: 1977/01/01 First Use In Commerce: 1977/01/01
Computers hardware; computer hardware, namely, server, desktop, laptop,
notebook and subnotebook computers; hand held and mobile computers; com-
puter [ terminals and ] monitors; personal digital assistants; portable digital audio
players; electronic organizers; computer keyboards, cables, [ modems; ] audio
speakers; computer video control devices, namely, computer mice, [ trackballs,
joysticks andgamepads; ] a full line of computer software for business, home,
education, anddeveloper use; computer programs for personal information man-
agement; database management software; [ character recognition software;
telephony management software; ] electronic mail and messaging software; [
telecommunications software, namely, for paging; ] database synchronization
software; computer programs for accessing, browsing and searching online
databases; operating system software; application development tool programs;
blank computer storage media; fonts, typefaces, type designs and symbols re-
corded onmagnetic media; computer software for use in providing multiple user
access to a global computer information network for searching, retrieving, trans-
ferring, manipulating and disseminating a wide range of information; computer
software foruse as a programming interface; computer software for use in net-
work server sharing; local and wide area networking software; computer soft-
ware for matching, correction, and reproduction of color; computer software for
use in digital videoand audio editing; computer software for use in enhancing
text and graphics; computer software for use in font justification and font quality;
computer software for use to navigate and search a global computer information
network, as well as to organize and summarize the information retrieved; com-
puter software for use in word processing and database management; word pro-
cessing software incorporating text, spreadsheets, still and moving images,
sounds and clip art; computer software for use in authoring, downloading, trans-
mitting, receiving, editing, extracting, encoding, decoding, playing, storing and
organizing audio, video, still images and other digital data; computer software for
analyzing and troubleshooting other computer software; children'seducational
software; computer game software; Computer graphics software; [ Computer
search engine software; ] Web sitedevelopment software; computer program
which provides remote viewing, remote control, communications and software
distribution within personal computer systemsand across computer network;
computer programs for file maintenance and data recovery; computer peripher-
als; instructional manuals packaged in association withthe above

U.S. Registration
No.

1401154 Application Date 11/04/1985

Registration Date 07/15/1986 Foreign Priority
Date

NONE

Word Mark NONE



Design Mark

Description of
Mark

NONE

Goods/Services Class 016. First use: First Use: 1979/01/06 First Use In Commerce: 1979/01/06
COMPUTER MAGAZINES; COMPUTER HARDWARE MANUALS; COM-
PUTER SOFTWARE MANUALS; MAIL-ORDER CATALOGS; STATIONERY,
NAMELY WRITING PADS AND NOTE PADS; GIFT CARDS; POSTCARDS;
BUSINESS CARDS; [CALENDARS; POSTERS;] BUMPER STICKERS;
DECALS; PENS; PENCILS; PENCIL HOLDERS; DESK TRAYS; LETTER
TRAYS; [STAPLERS; STAPLE REMOVERS;] LOOSELEAF BINDERS;
[CLIPBOARDS AND PAPER CLIPS]

U.S. Registration
No.

1895326 Application Date 05/23/1994

Registration Date 05/23/1995 Foreign Priority
Date

NONE

Word Mark APPLE

Design Mark

Description of
Mark

NONE

Goods/Services Class 036. First use: First Use: 1983/07/00 First Use In Commerce: 1983/07/00
extension of retail credit services forthe purchase of computers and related ac-
cessories

U.S. Registration
No.

3928818 Application Date 05/03/2007

Registration Date 03/08/2011 Foreign Priority
Date

NONE

Word Mark APPLE

Design Mark

Description of
Mark

NONE



Goods/Services Class 009. First use: First Use: 1976/04/01 First Use In Commerce: 1976/04/01
Computer hardware; computer hardware, namely, server, desktop, laptop and
notebook computers; computer memory hardware;computer disc drives; optical
disc drives; computer hardware, software and computer peripherals for commu-
nication between multiple computers and between computers and local and
global computer networks; computer networking hardware; set top boxes; com-
puter hardware and computer software for the reproduction, processing and
streaming of audio, video and multimedia content; computer hardware and soft-
ware for controlling the operation of audio and video devices and for view-
ing,searching and/or playing audio, video, television, movies, photographs and
other digital images, and other multimedia content; computer monitors; liquid
crystal displays; flat panel display monitors;computer keyboards, cables, mo-
dems; computer mice; electronic docking stations;stands specially designed for
holding computer hardware and portable and handheld digital electronic
devices; batteries; rechargeable batteries; battery chargers; battery packs;
power adapters for computers; electrical connectors, wires, cables, and ad-
aptors; wired and wireless remote controls for computers and portable and
handheld digital electronic devices; headphones and earphones; stereo head-
phones; in-ear headphones; microphones;audio equipment for vehicles, namely,
MP3 players; sound systems comprising remote controls, amplifiers, loudspeak-
ers and components thereof; audio recorders; radio receivers; radio transmitters;
personal digital assistants; portable digital audio and video players; electronic
organizers; cameras; telephones; mobile phones; videophones; computer gam-
ing machines, namely, stand-alone video gaming machines; handheld and mo-
bile digital electronic devices for the sending and receiving of telephone calls,
electronic mail and other digital media; MP3 and otherdigital format audio and
video players;portable and handheld digital electronic devices for recording, or-
ganizing, transmitting, receiving, manipulating, playing and reviewing text, data,
image, audio and video files; a full line of electronic and mechanical parts and
fitting for portable and handheld digital electronic devices for recording, organiz-
ing, transmitting, receiving, manipulating, playing and reviewing text, data, im-
age, audio and video files, namely, headphones, microphones, remote controls,
batteries, battery chargers, devices for hands-free use, keyboards, adapters;
parts and accessories for mobile telephones, namely, mobile telephone covers,
mobile telephone cases, mobile telephone covers madeof cloth or textile materi-
als, mobile telephone batteries, mobile telephone battery chargers, headsets for
mobile telephones, devices for hands-free use of mobile telephones; carrying
cases, sacks, and bags, all for use with computers and portable and handheld
digital electronicdevices; operating system programs; computer utility programs
for computer operating systems; a full line of computer software for business,
home, education, and developer use; computer software for use in organizing,
transmitting, receiving, manipulating, playing and reviewing text, data, image,
audio, and video files; computer programs for personal information manage-
ment; database management software; character recognition software; electron-
ic mail and messaging software; telecommunications software for connecting
wireless devices, mobile telephones, handheld digital electronic devices, com-
puters, laptop computers, computer network users, global computer networks;
database synchronization software; computer programs for accessing, browsing
and searching online databases; computer software to develop other computer
software; computer software for use as a programming interface; computer soft-
ware for use in network server sharing; local and widearea networking software;
computer software for matching, correction, and reproduction of color; computer
software for use in digital video and audio editing; computer software for use in
enhancing text and graphics; computer software for use in font justification and
font quality; computer software for use to navigate and search a global computer
information network; computer software for use inword processing and database
management; word processing software incorporatingtext, spreadsheets, still
and moving images, sounds and clip art; computer software for use in authoring,
downloading, transmitting, receiving, editing, extracting, encoding, decoding,



playing, storing and organizing audio, video, still images and other digital media;
computer software for analyzing and troubleshooting other computer software;
computer graphics software; computer search engine software; website devel-
opment software; computer software for remote viewing, remote control, com-
munications and software distribution within personal computer systems and
across computer networks; computer programs for file maintenance and data re-
covery; computer software for recording and organizing calendars and sched-
ules, to-do lists, and contact information; computer software for clock and alarm
clock functionality; computer softwareand prerecorded computer programs for
personal information management; electronic mail and messaging software;
computerprograms for accessing, browsing and searching online databases;
computer software and firmware for operating system programs; blank computer
storage media; user manuals in electronically readable, machine readable or
computer readable form for use with, and sold as a unit with,all the aforemen-
tioned goods; instructional manuals packaged in association with the above

U.S. Registration
No.

2683410 Application Date 04/25/2002

Registration Date 02/04/2003 Foreign Priority
Date

NONE

Word Mark APPLE STORE

Design Mark

Description of
Mark

NONE

Goods/Services Class 035. First use: First Use: 1997/11/01 First Use In Commerce: 1997/11/01
Retail store services featuring computers, computer software, computer peri-
pherals and consumer electronics, and demonstration of products relating
thereto; online retail store services provided via a global computer network fea-
turing computers, computer software, computer peripherals and consumer elec-
tronics, and demonstration of products relating thereto

U.S. Registration
No.

2462798 Application Date 11/23/1999

Registration Date 06/19/2001 Foreign Priority
Date

NONE

Word Mark APPLE STORE

Design Mark

Description of
Mark

NONE



Goods/Services Class 035. First use: First Use: 1997/11/01 First Use In Commerce: 1997/11/01
online retail store services provided via a global computer network featuring
computers, computer hardware, computer systems, computer software, com-
puter peripherals and accessories
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Certificate of Service

The undersigned hereby certifies that a copy of this paper has been served upon all parties, at their address
record by First Class Mail on this date.

Signature /Nichole Davis Chollet/

Name Nichole Davis Chollet

Date 05/12/2014



 

 
 

IN THE UNITED STATES PATENT AND TRADEMARK OFFICE 

BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD 

 
In the Matter of Application Serial No. 85/782,659 

For the mark:  

Filed: November 19, 2012 
Published: November 12, 2013 
 
---------------------------------------------------------X  

APPLE INC.,  :  
  : Opposition No.  

Opposer,  :  
 :  

                   v. : NOTICE OF OPPOSITION 
  :  
THE TEACHER’S FUND 
CORP. 

 : 
:

 

   
Applicant.  :  

---------------------------------------------------------X  
 

 APPLE INC. (“Opposer” or “Apple”), a corporation organized and existing under the 

laws of California with a principal place of business at 1 Infinite Loop, Cupertino, California 

95014, believes that it will be damaged by the issuance of a registration for THE TEACHER’S 

FUND CARD & Apple Design mark shown in Application Serial No. 85/782,659 for services in 

Class 36, and hereby opposes the same. 

 As grounds for its opposition, Opposer alleges as follows, with knowledge concerning its 

own acts, and on information and belief as to all other matters: 

1. Opposer is the world-famous designer, manufacturer, and distributor of a wide 

variety of goods and services, and Opposer’s APPLE brand is one of the best known brands in 

the world.  Opposer designs, manufactures, and/or markets in interstate and international 

commerce, among many other things, personal computers, mobile communication and media 

devices, accessories and applications for use thereon, and services related thereto.    
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2. Since at least as early as 1977, Opposer has extensively promoted, marketed, 

advertised, distributed, and sold goods and services in connection with a family of trademarks 

consisting, in whole or in part, of the word APPLE and a visual equivalent of the word, to wit a 

logo depicting a stylized apple with a detached leaf, as shown below: 

 

(the “Apple Logo”).   

3. Opposer’s family of APPLE-based word marks and its Apple Logo (collectively, 

the “Apple Marks”) are distinctive, arbitrary marks that have achieved an extraordinary level of 

fame and consumer recognition.  As a result of Opposer’s extensive advertising, promotion, and 

use of the Apple Marks in connection with a variety of goods and services, the Apple Marks 

have acquired enormous goodwill, and have come to be identified immediately with Opposer as 

the source of goods and services.     

4. The Apple Marks are famous under the Lanham Act, specifically 15 U.S.C. 

§ 1125 et seq., and are among the most valuable trademarks in the world.  The extraordinary 

level of fame and consumer recognition that the Apple Marks currently enjoy cannot be seriously 

disputed.   

5. For many years, Opposer’s APPLE brand (including the Apple Logo) has 

consistently been recognized as one of the top brands in the United States and throughout the 

world.  Over the past five years, Millward Brown Optimor (“MBO”), a leading market research 

and brand valuation and management company, has found APPLE to be one of the top 100 

brands in MBO’s “Brandz™ Top 100 Most Valuable Global Brands,” an annual assessment of 
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the 100 most valuable brands in the world.  In MBO’s 2013 rankings, Opposer’s APPLE brand 

was ranked the most valuable brand in the world, for the third year in a row, with an estimated 

value of $185 billion.  Opposer’s APPLE brand was ranked 7th in 2008 rankings, 6th in 2009 

rankings, 3rd in 2010 rankings, and 1st in MBO’s 2011 and 2012 rankings.  Attached as Exhibit 

1 are copies of relevant pages of MBO’s rankings in reverse chronological order from 2013 

through 2008. 

6. Forbes magazine, in an article entitled “Apple Dominates List of the World’s 

Most Valuable Brands,” dated November 6, 2013, ranked the APPLE brand as the world’s most 

valuable brand for the third year in a row, with an estimated valuation of over $104.3 billion.   

Attached as Exhibit 2 are printouts of Forbes magazine’s articles regarding its list of the most 

valuable brands from 2013, 2012, and 2011, obtained from its website.   

7. In 2013, for the second consecutive year, Apple won the Harris Interactive 

“Brand of the Year” award in three categories (computers, tablets, and mobile phone brands) 

beating out several of its competitors. Attached as Exhibit 3 is a printout of the Harris 

Interactive report obtained from the website at 

http://www.harrisinteractive.com/NewsRoom/PressReleases/tabid/446/mid/1506/articleId/1245/c

tl/ReadCustom%20Default/Default.aspx. 

8. In addition, Interbrand has consistently recognized Opposer’s APPLE brand as 

belonging in the top 50 of the world’s most valuable brands, increasing in value each year.  In 

2013, the APPLE brand took the top spot for the first time as the most valuable brand in the 

world on Interbrand’s rankings.  The rise to the number one position came after an increase in 

Apple’s position in 2012 from 8th (2011) to 2nd (2012), with the biggest growth in estimated 

brand value in Interbrand’s 2012 rankings: 129%.  Previously, the APPLE brand rose nine spots 
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in Interbrand’s rankings—from 17th (2010) to 8th (2011)—and increased in estimated brand value 

by 58%.  Attached as Exhibit 4 are copies of relevant pages of Interbrand’s “Best Global 

Brands” rankings, in reverse chronological order from 2013 through 2008.  Interbrand has given 

the APPLE brand the following rankings and U.S. dollar values over the past four years: 

i. 2013:   valuing the APPLE brand as the most valuable brand in the world, with 
an estimated brand worth of U.S. $98.32 billion. 
 

ii. 2012:   valuing the APPLE brand as the 2nd most valuable brand in the world, 
with an estimated brand worth of U.S. $76.568 billion. 
 

iii. 2011:   valuing the APPLE brand as the 8th most valuable brand in the world, 
with an estimated brand worth of U.S. $33.492 billion. 
 

iv. 2010:  valuing the APPLE brand as the 17th most valuable brand in the world, 
with an estimated brand worth of U.S. $21.143 billion. 

 
9. Opposer also has been widely recognized as an extremely valuable, innovative, 

and admired company.  Each year since 2006, Fortune Magazine has published its list of “Most 

Admired Companies.”  Opposer has featured prominently in these rankings each year, and in 

2013, 2012, 2011, 2010, and 2009 was named the “World’s Most Admired Company” for the 

year.  Prior to 2009, Fortune Magazine’s list was limited to “America’s Most Admired 

Companies,” and Opposer also topped this list in 2008.  Attached as Exhibit 5 are true and 

correct copies of printouts of relevant pages of Fortune Magazine’s “Most Admired Company” 

rankings in reverse chronological order from 2013 through 2008. 

10. For decades, Opposer has extensively used the Apple Marks in connection with 

goods and services in the field of education.  Apple’s technology products are powerful 

educational tools in the classroom and these offerings are detailed on its website at 

www.apple.com/education, a true and correct printout of which is attached as Exhibit 6.   

Opposer offers a wide variety of electronic devices and related products for educators, such as 
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the MAC computer, IPHONE device, IPAD device, and mobile Learning Labs storage device.  

For example, Apple’s iPad® device can be used by educators to easily customize a student’s 

learning experience or to make learning more interactive with materials created by the educator 

through iBooks Author software or GarageBand software for music education.  Similarly, 

Apple’s Mac computers, which have been used in classrooms since at least as early as 1984, give 

educators and students access to various platforms and applications that help students learn and 

create, while saving educators time and keeping them organized.  Educators and students of 

every level, from elementary to post-secondary school education, use Opposer’s wide array of 

software programs together with these devices, to aid the education process.  By way of example, 

Opposer provides online educational services through iTunes U Course Manager, where 

educators can access and share online seminars and tutorials with their students or with a global 

audience.  In addition, Opposer offers technology for educators of and students with cognitive 

disabilities.  For example, the MAC is equipped with Text-to-Speech (TTS) technology that can 

speak a selection of text or an entire document aloud.  Moreover, since at least as early as July 

2008, Apple’s APP STORE marketplace has featured education applications that cover a wide 

range of subjects for every grade level and learning style.  Within the over 650,000 educational 

applications offered through the App Store marketplace, an educator can find applications geared 

specially for teachers, special education, test preparation, music education, writing education, 

and making learning fun.  Attached as Exhibit 7 are screen shots of the various categories of the 

numerous applications available through Apple’s App Store marketplace.  These are just a few 

examples of the extensive goods and services in the field of education that Apple offers under the 

Apple Marks.   
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11. In addition to offering products and services offered under the Apple Marks to 

help schools create a modern, flexible learning environment – from powerful computers and 

mobile devices to applications, digital content and professional development courses – Apple 

also has extensively used the Apple Marks in connection with financing and credit services, and 

has developed special programs to directly provide financing assistance to the education market.  

Apple assists educators and students by offering financing services and special pricing for 

educational institutions and retail credit services for students.  Attached as Exhibit 8 are true and 

correct printouts of Apple’s website relating to Apple’s financing assistance targeted at the 

education market (see www.apple.com/education/ipad/how-to-buy/, 

http://store.apple.com/us/browse/campaigns/education_pricing?aid=Edu-IntSearch-B, and 

http://www.apple.com/education/mac/how-to-buy/).  For instance, the Apple Education Finance 

program and the Apple Financial Services program give schools several long-term lease options 

and flexible terms for purchasing multiple Apple products at the same time.  Attached as Exhibit 

9 are true and correct printouts of Apple’s website relating to its Apple Education Finance 

program (see http://www.apple.com/financing/education.html).  Apple has consistently used the 

Apple Marks for financing and credit services, including financing and credit services related to 

education.    

12. As a result of Opposer’s longstanding use of the Apple Marks in connection with 

educational goods and services, as well as credit financing services, the Apple Marks have 

become symbolic of the extensive goodwill and recognition enjoyed by Apple in the eyes of its 

consumers, including educators and students. 

13. Opposer is the owner of numerous United States registrations on the Principal 

Register for the Apple Marks, including, without limitation, the following registrations: 
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TRADEMARK 
REG./APP.  

NO. 
APP. DATE/ 

REG. DATE

GOODS/SERVICES  

(FIRST USE/PRIORITY DATE)

 

 
 

2,820,066 

May 29, 2003/ 
March 2, 2004 

Cl. 36: Consumer lending services; retail credit 

services; retail credit services for the purchase 

of computers, computer software, consumer 

electronics and related accessories; providing 

information in the fields of investment and 

finance over computer networks and global 

communication networks; financial services, 

namely, installment loans, lease-purchase 

financing and loans, and loan financing (first 
use: July 1983) 
 

 

2,926,853 

Aug. 16, 2002/ 
Feb. 15, 2005 

Class 35: Analysis and consultation in the field of 
business information management, namely, the 
selection, adoption and operation of computers and 
computer information management systems; 
providing information in the fields of business 

and commerce over computer networks and 

global communication networks; business 

services, namely, providing computer databases 

regarding the purchase and sale of a wide 

variety of products and services of others; 

business services, namely, dissemination of 

advertising for others via computer networks and 
global communication networks; retail store 

services featuring computers, computer 

software, computer peripherals and consumer 

electronics, and demonstration of products 

relating thereto; online retail store services 

provided via computer networks and global 

communication networks featuring computers, 

computer software, computer peripherals and 

consumer electronics, and demonstration of 

products relating thereto (first use: 1983) 
 
Class 39: Computerized data storage services; data 
storage relating to business (first use: 1985) 
 

 

3,679,056 

Jan. 13, 2009/ 
Sept. 8, 2009 

Class 9: Computers; computer hardware; computer 
peripherals; handheld computers; handheld mobile 
digital electronic devices for recording, organizing, 
transmitting, manipulating, and reviewing text, 
data, image, audio, and audiovisual files, for the 
sending and receiving of telephone calls, electronic 
mail, and other digital data, for use as a digital 
format audio player, handheld computer, personal 
digital assistant, electronic organizer, electronic 
notepad, camera, and global positioning system 
(GPS) electronic navigation device; digital audio 
and video recorders and players; personal digital 
assistants; electronic organizers; cameras; 
telephones; mobile phones; satellite navigational 
systems, namely, global positioning systems 
(GPS); electronic navigational devices, namely, 
global positioning satellite (GPS) based navigation 
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TRADEMARK 
REG./APP.  

NO. 
APP. DATE/ 

REG. DATE

GOODS/SERVICES  

(FIRST USE/PRIORITY DATE)

receivers; computer game machines for use with 
external display screens, monitors, or televisions; a 
full line of accessories and parts for the 
aforementioned goods; stands, covers, cases, 
holsters, power adaptors, and wired and wireless 
remote controls for the aforementioned goods; 
computer memory hardware; computer disc drives; 
optical disc drives; computer networking 
hardware; computer monitors; flat panel display 
monitors; computer keyboards; computer cables; 
modems; computer mice; electronic docking 
stations; set top boxes; batteries; battery chargers; 
electrical connectors, wires, cables, and adaptors; 
devices for hands-free use; headphones; 
earphones; ear buds; audio speakers; microphones; 
and headsets; a full line of computer software for 

business, home, education, and developer use; 
user manuals for use with, and sold as a unit with, 
the aforementioned goods. downloadable audio 
and video files, movies, ring tones, video games, 
television programs, pod casts and audio books via 
the internet and wireless devices featuring music, 
movies, videos, television, celebrities, sports, 
news, history, science, politics, comedy, children's 
entertainment, animation, culture, current events 
and topics of general interest (first use: Jan. 31, 
1977) 
 

 

2,715,578 

July 1, 2002/ 
May 13, 2003 

Class 9: Computers hardware; computer hardware, 
namely, server, desktop, laptop, notebook and 
subnotebook computers; hand held and mobile 
computers; computer [ terminals and ] monitors; 
personal digital assistants; portable digital audio 
players; electronic organizers; computer 
keyboards, cables, audio speakers; computer video 
control devices, namely, computer mice, a full line 

of computer software for business, home, 

education, and developer use; computer 
programs for personal information management; 
database management software; electronic mail 
and messaging software; database synchronization 
software; computer programs for accessing, 
browsing and searching online databases; 
operating system software; application 
development tool programs; blank computer 
storage media; fonts, typefaces, type designs and 
symbols recorded on magnetic media; computer 
software for use in providing multiple user access 
to a global computer information network for 
searching, retrieving, transferring, manipulating 
and disseminating a wide range of information; 
computer software for use as a programming 
interface; computer software for use in network 
server sharing; local and wide area networking 
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TRADEMARK 
REG./APP.  

NO. 
APP. DATE/ 

REG. DATE

GOODS/SERVICES  

(FIRST USE/PRIORITY DATE)

software; computer software for matching, 
correction, and reproduction of color; computer 
software for use in digital video and audio editing; 
computer software for use in enhancing text and 
graphics; computer software for use in font 
justification and font quality; computer software 
for use to navigate and search a global computer 
information network, as well as to organize and 
summarize the information retrieved. computer 
software for use in word processing and database 
management; word processing software 
incorporating text, spreadsheets, still and moving 
images, sounds and clip art; computer software for 
use in authoring, downloading, transmitting, 
receiving, editing, extracting, encoding, decoding, 
playing, storing and organizing audio, video, still 
images and other digital data; computer software 
for analyzing and troubleshooting other computer 
software; children's educational software; 
computer game software; computer graphics 
software; web site development software; 
computer program which provides remote viewing, 
remote control, communications and software 
distribution within personal computer systems and 
across computer network; computer programs for 
file maintenance and data recovery; computer 
peripherals; instructional manuals packaged in 
association with the above (first use: Jan. 1, 1977) 
 

 

1,401,154 

Nov. 4. 1985/ 
July 15, 1986 

Class 16: Computer magazines; computer 
hardware manuals; computer software manuals; 
mail-order catalogs; stationery, namely writing 
pads and note pads; gift cards; postcards; business 
cards; stickers; decals; pens; pencils; pencil 
holders; desk trays; letter trays; loose leaf binders 
(first use: Jan. 6, 1979) 
 

APPLE 1,895,326 

May 23, 1994/ 
May 23, 1995 

Class 36: Extension of retail credit services for 

the purchase of computers and related 

accessories (first use: July 1983) 
 

APPLE 3,928,818 

May 3, 2007/ 
March 8, 2011 

Class 9: Computer hardware; computer hardware, 
namely, server, desktop, laptop and notebook 
computers; computer memory hardware; computer 
disc drives; optical disc drives; computer 
hardware, software and computer peripherals for 
communication between multiple computers and 
between computers and local and global computer 
networks; computer networking hardware; set top 
boxes; computer hardware and computer software 
for the reproduction, processing and streaming of 
audio, video and multimedia content; computer 
hardware and software for controlling the 
operation of audio and video devices and for 
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TRADEMARK 
REG./APP.  

NO. 
APP. DATE/ 

REG. DATE

GOODS/SERVICES  

(FIRST USE/PRIORITY DATE)

viewing, searching and/or playing audio, video, 
television, movies, photographs and other digital 
images, and other multimedia content; computer 
monitors; liquid crystal displays; flat panel display 
monitors; computer keyboards, cables, modems; 
computer mice; electronic docking stations; stands 
specially designed for holding computer hardware 
and portable and handheld digital electronic 
devices; batteries; rechargeable batteries; battery 
chargers; battery packs; power adapters for 
computers; electrical connectors, wires, cables, and 
adaptors; wired and wireless remote controls for 
computers and portable and handheld digital 
electronic devices; headphones and earphones; 
stereo headphones; in-ear headphones; 
microphones; audio equipment for vehicles, 
namely, MP3 players; sound systems comprising 
remote controls, amplifiers, loudspeakers and 
components thereof; audio recorders; radio 
receivers; radio transmitters; personal digital 
assistants; portable digital audio and video players; 
electronic organizers; cameras; telephones; mobile 
phones; videophones; computer gaming machines, 
namely, stand-alone video gaming machines; 
handheld and mobile digital electronic devices for 
the sending and receiving of telephone calls, 
electronic mail and other digital media; MP3 and 
other digital format audio and video players. 
portable and handheld digital electronic devices for 
recording, organizing, transmitting, receiving, 
manipulating, playing and reviewing text, data, 
image, audio and video files; a full line of 
electronic and mechanical parts and fitting for 
portable and handheld digital electronic devices for 
recording, organizing, transmitting, receiving, 
manipulating, playing and reviewing text, data, 
image, audio and video files, namely, headphones, 
microphones, remote controls, batteries, battery 
chargers, devices for hands-free use, keyboards, 
adapters; parts and accessories for mobile 
telephones, namely, mobile telephone covers, 
mobile telephone cases, mobile telephone covers 
made of cloth or textile materials, mobile 
telephone batteries, mobile telephone battery 
chargers, headsets for mobile telephones, devices 
for hands-free use of mobile telephones; carrying 
cases, sacks, and bags, all for use with computers 
and portable and handheld digital electronic 
devices; operating system programs; computer 
utility programs for computer operating systems; a 

full line of computer software for business, 

home, education, and developer use; computer 
software for use in organizing, transmitting, 
receiving, manipulating, playing and reviewing 
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TRADEMARK 
REG./APP.  

NO. 
APP. DATE/ 

REG. DATE

GOODS/SERVICES  

(FIRST USE/PRIORITY DATE)

text, data, image, audio, and video files; computer 
programs for personal information management; 
database management software; character 
recognition software; electronic mail and 
messaging software; telecommunications software 
for connecting wireless devices, mobile 
telephones, handheld digital electronic devices, 
computers, laptop computers, computer network 
users, global computer networks; database 
synchronization software; computer programs for 
accessing, browsing and searching online 
databases; computer software to develop other 
computer software; computer software for use as a 
programming interface; computer software for use 
in network server sharing; local and wide area 
networking software. computer software for 
matching, correction, and reproduction of color; 
computer software for use in digital video and 
audio editing; computer software for use in 
enhancing text and graphics; computer software 
for use in font justification and font quality; 
computer software for use to navigate and search a 
global computer information network; computer 
software for use in word processing and database 
management; word processing software 
incorporating text, spreadsheets, still and moving 
images, sounds and clip art; computer software for 
use in authoring, downloading, transmitting, 
receiving, editing, extracting, encoding, decoding, 
playing, storing and organizing audio, video, still 
images and other digital media; computer software 
for analyzing and troubleshooting other computer 
software; computer graphics software; computer 
search engine software; website development 
software; computer software for remote viewing, 
remote control, communications and software 
distribution within personal computer systems and 
across computer networks; computer programs for 
file maintenance and data recovery; computer 
software for recording and organizing calendars 
and schedules, to-do lists, and contact information; 
computer software for clock and alarm clock 
functionality; computer software and prerecorded 
computer programs for personal information 
management; electronic mail and messaging 
software; computer programs for accessing, 
browsing and searching online databases; 
computer software and firmware for operating 
system programs; blank computer storage media; 
user manuals in electronically readable, machine 
readable or computer readable form for use with, 
and sold as a unit with, all the aforementioned 
goods; instructional manuals packaged in 
association with the above (first use: April 1, 
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TRADEMARK 
REG./APP.  

NO. 
APP. DATE/ 

REG. DATE

GOODS/SERVICES  

(FIRST USE/PRIORITY DATE)

1976) 
 

APPLE STORE 2,683,410 

April 25, 2002/ 
Feb. 4, 2003 

Class 35: Retail store services featuring 

computers, computer software, computer 

peripherals and consumer electronics, and 

demonstration of products relating thereto; 

online retail store services provided via a global 

computer network featuring computers, 

computer software, computer peripherals and 

consumer electronics, and demonstration of 

products relating thereto (Nov. 1, 1997) 
 

APPLE STORE 2,462,798 

Nov. 23, 1999/ 
June 19, 2001 

Class 35: Online retail store services provided 

via a global computer network featuring 

computers, computer hardware, computer 

systems, computer software, computer 

peripherals and accessories (first use: Nov. 1, 
1997) 

Copies of the registration certificates and print-outs from the United States Patent and Trademark 

Office online database for the above-identified registrations are annexed as Exhibit 10. 

14. The above-identified registrations are valid and in full force and effect.  Indeed, 

affidavits have been filed and accepted pursuant to Sections 8 and 15 of the Lanham Act for 

Registration Nos. 1,401,154, 1,895,326, 2,462,798, 2,683,410, 2,715,578, 2,820,066, and 

2,926,853 rendering such registrations incontestable. 

15. Notwithstanding Opposer’s prior rights, and well after Opposer’s Apple Marks 

became distinctive and/or famous, on November 19, 2012, The Teacher’s Fund Corporation 

(“Applicant”) filed intent-to-use Application Serial No. 85/782,659 to register THE 

TEACHER’S FUND CARD & Apple Design mark, depicted below, (“Applicant’s Mark”) for 

“credit card and debit card services” in International Class 36 (the “Applicant’s Services”): 

 

16. Opposer is timely filing this Notice of Opposition. 
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17. There is no issue as to priority.  Opposer began using the Apple Marks in 

commerce at least as early as 1976, well prior to Applicant’s November 19, 2012 filing date of 

its intent-to-use application.  

18. Consumers encountering Applicant’s Mark, particularly in connection with 

Applicant’s Services, are likely to associate the mark with Opposer.  Specifically, Applicant’s 

Mark prominently incorporates a similarly shaped stylized apple design with a detached leaf 

element that is identical to the detached leaf element found in Opposer’s famous Apple Logo.  

Further, Applicant’s Mark has a shaded box on the right hand side of the apple design that is 

suggestive of the bite element famously featured on the right hand side of the Apple Logo.   

                   

     Opposer’s Mark  Applicant’s Mark 

19. Further, Applicant’s Services are highly related and/or complementary to the 

goods and services Opposer has long offered and provided in connection with the Apple Marks, 

and for which Opposer owns registrations of the Apple Marks.  Specifically, Applicant’s 

Services are credit card and debit card services.  As shown above, Opposer owns registrations of 

the Apple Marks for consumer lending services; retail credit services; retail credit services for 

the purchase of computers, computer software, consumer electronics and related accessories; 

providing information in the fields of investment and finance over computer networks and global 

communication networks; financial services, namely, installment loans, lease-purchase financing 

and loans, and loan financing.  Further, credit card and debit card services are highly related to 
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the types of online and brick and mortar retail services famously associated with the Apple 

Marks, including but not limited to the Apple Logo and Apple’s APPLE STORE marks. 

20. Moreover, the fact that Applicant’s Mark includes the term “THE TEACHER’S 

FUND CARD” exacerbates the likelihood of confusion given Opposer’s long history of offering 

education related goods and services, as well as credit/financing services for the education 

market.   

21. Opposer will be damaged by the registration of Applicant’s Mark because 

Applicant’s Mark so closely resembles the Apple Marks as to be likely to cause confusion, 

mistake, or deception in the minds of consumers as to the origin or source of Applicant’s 

Services or the affiliation between Applicant and Opposer in violation of Section 2(d) of the 

Lanham Act, 15 U.S.C. § 1052(d).  Furthermore, any objection complained of in connection with 

Applicant’s Services marketed under Applicant’s Mark would necessarily reflect upon and 

seriously injure the reputation that Opposer has established for its goods and services. 

22. Opposer will be damaged by registration of Applicant’s Mark because the mark is 

likely to cause dilution of the distinctiveness of the famous Apple Marks by eroding consumers’ 

exclusive identification of the Apple Marks with Opposer, and by otherwise lessening the 

capacity of Opposer’s Marks to identify and distinguish the goods and services of Opposer, in 

violation of Section 43(C)(1) of the Lanham Act, 15 U.S.C. § 1125(c)(1). 

23. Specifically, Applicant’s Mark is likely to cause dilution by blurring of the 

famous Apple Marks based on a number of relevant considerations including, without limitation, 

the following: 
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  (a) Applicant’s Mark is similar to the Apple Marks in that, like Opposer’s 

famous Apple Logo, Applicant’s Mark incorporates a stylized apple design with an identical 

detached leaf element and a shaded box that mimics the bite element of the Apple Logo; 

  (b) Due to Opposer’s extensive use and promotion of its marks, the Apple 

Marks are inherently distinctive in relation to Opposer’s goods and services and had acquired 

distinctiveness prior to the filing date of Applicant’s intent-to-use application and any claimed 

date of first use; 

  (c) Opposer has engaged in substantially exclusive use of the Apple Marks in 

connection with Opposer’s goods and services;  

  (d) The Apple Marks are widely recognized by the general consuming public 

and had been so long prior to the filing date of Applicant’s intent-to-use application or any 

claimed date of first use; and 

(e) On information and belief, Applicant’s Mark is intended to create an 

association with the Apple Marks. 

24. If Applicant is granted the registration herein opposed, it would thereby obtain a 

prima facie exclusive right to the use of Applicant’s Mark in connection with Applicant’s 

Services.  Such registration would be a source of damage and injury to Opposer. 

WHEREFORE, Opposer requests that this opposition be sustained and that the 

registration of Application Serial No. 85/782,659 in connection with Applicant’s Services be 

denied. 

The opposition fee in the amount of $300.00 for an opposition in one class is filed 

herewith.  If for any reason this amount is insufficient, it is requested that Opposer’s attorneys’  

Deposit Account No. 20-1430 be charged with any deficiency.  This paper is filed electronically. 
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Dated: Atlanta, Georgia 
 May 12, 2014   Respectfully submitted, 
       

KILPATRICK TOWNSEND &  
      STOCKTON LLP 

 
      By:  /s/ Nichole Davis Chollet   
 
      Joseph Petersen 
      1114 Avenue of the Americas  
      New York, New York 10036 

Telephone:  (212) 775-8700 
Facsimile:  (212) 775-8800 
 
Nichole Davis Chollet 
1100 Peachtree Street, Suite 2800 
Atlanta, Georgia 30309 
Telephone: (404) 815-6500 
Facsimile:  (404) 815-6555 
 
Attorneys for Opposer Apple Inc. 
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34
BrandZ™ Top 100 Most Valuable 

Global Brands 2012

# Category Brand Brand Value
2012 ($M) 

Brand  
Contribution Index

Brand  
Momentum Index

% Brand Value 
Change 2012  

vs 2011

Rank 
Change  

1 Technology 182,951 4 10 19% 0

2 Technology 115,985 4 5 15% 1

3 Technology 107,857 4 5 -3% -1

4 Fast Food 95,188 4 8 17% 0

5 Technology 76,651 4 8 -2% 0

6 Soft Drinks * 74,286 5 7 1% 0

7 Tobacco 73,612 3 7 9% 1

8 Telecoms 68,870 3 5 -1% -1

9 Telecoms 49,151 3 7 15% 4

10 Telecoms 47,041 4 9 -18% -1

11 Conglomerate 45,810 2 5 -9% -1

12 Telecoms 43,033 3 6 -1% 0

13 Financial 41,518 2 9 -7% -2

14 Financial 39,754 3 3 8% 2

15 Financial 38,284 4 9 34% 5

16 Logistics 37,129 5 8 4% 1

17 Retail 34,436 2 5 -8% -2

18 Retail 34,077 3 10 -9% -4

19 Technology 33,233 3 10 74% 16

20 Telecoms 26,837 3 2 -10% -1

21 Luxury 25,920 5 8 7% 5

22 Technology 25,715 3 5 -1% 1

23 Cars 24,623 4 5 10% 7

24 Financial 24,517 2 4 -4% 0

25 Technology 24,326 5 10 8% 4

Brand Contribution measures the role brand plays in driving earnings on a scale of 1 to 5 (highest).  
Brand Momentum measures the prospects for future earnings on a scale of 1 to 10 (10 highest). 
* The Brand Value of Coca-Cola includes Lights, Diets and Zero
** The Brand Value of Budweiser includes Bud Light

BrandZ™ Top 100 Most Valuable Global Brands 2012



BrandZ Top 100 Most Valuable Global Brands 2011

# Brand Brand Value % Brand Value 
  2011 ($M) Change 2011  
   vs. 2010

# Brand Brand Value % Brand Value 
  2011 ($M) Change 2011  
   vs. 2010

1  153,285 84%

2  111,498 -2%

3  100,849 17%

4  81,016 23%

5    78,243 2%

6 
*
 73,752 8%

7  69,916 N/A

8  67,522 18%

9  57,326 9%

10  50,318 12%

11  44,440 1%

12  43,647 -2%

13  42,828 N/A

14  37,628 37%

15  37,277 -5%

16  36,876 97%

17  35,737 35%

18  35,404 -11%

19 
 **

 29,774 N/A

20  28,553 15%

21  27,249 N/A

22  26,948 9%

23  26,078 7%

24  25,524 22%

25  24,623 -20%

26  24,312 23%

27  24,198 11%

28  22,587 -4%

29  22,555 141%

30  22,425 3%

31  21,834 -15%

32  19,782 -4%

33  19,542 N/A

34  19,350 11%

35  19,102 246%

36  17,597 N/A

37  17,530 -20%

38  17,290 15%

39  17,182 3%

40  17,115 23%

41  16,973 10%

42  16,931 19%

43  16,909 N/A

44  16,314 -2%

45 
 

***

 
15,952 0%

46  15,719 11%

47  15,674 17%

48  15,449 19%

49  15,427 5%

50  15,344 12%

 

# Brand Brand Value % Brand Value 
  2011 ($M) Change 2011  
   vs. 2010

51  15,168 0%

52  15,131 N/A

53  14,900 3%

54  14,306 19%

55  14,258 0%

56  14,182 -1%

57  13,917 10%

58 
®

 13,904 -2%

59  13,754 -8%

60  13,543 16%

61  13,421 39%

62  13,006 7%

63 
****

 12,931 1%

64  12,542 -27%

65  12,471 3%

66  12,413 3%

67  12,160 7%

68  12,083 -3%

69  12,033 45%

70  11,998 29%

71  11,917 41%

72  11,901 40%

73  11,759 25%

74  11,694 N/A

75  11,609 N/A

# Brand Brand Value % Brand Value 
  2011 ($M) Change 2011  
   vs. 2010

76  11,558 7%

77  11,363 -37%

78  11,291 -19%

79  
*****

 11,147 -37%

80 S  10,883 12%

81  10,735 -28%

82  10,731 15%

83  10,540 N/A

84  10,525 26%

85  
******

 10,443 19%

86  10,335 15%

87  10,076 N/A

88  10,072 17%

89  9,877 10%

90  9,600 29%

91  9,587 N/A

92  9,358 -43%

93 
 

*******
 9,263 4%

94  9,251 6%

95  8,838 21%

96  8,760 4%

97 
 

8,668 5%

98  8,600 15%

99  8,535 N/A

100  8,439 -9%

*The Brand Value of Coca-Cola includes Lites, Diets and Zero
**Deutsche Telekom is in the process of re-branding its business to ‘T’, which incorporates T-Mobile, T-Home and T-Systems
***The Brand Value of Budweiser includes Bud Light
****The Brand Value of Pepsi includes Lites, Diets and Zero

*****The Brand Value of Nintendo includes Wii and Nintendo DS
******The Brand Value of Sony includes Playstation 2 and 3, as well as PSP
*******The Brand Value of Red Bull includes sugar-free and Cola
Source: Millward Brown Optimor (including data from BrandZ, Kantar Worldpanel and Bloomberg)
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 TOP 100 Most Valuable Global Brands 2010

# Brand Brand Value % Brand Value 
  2010 ($M) Change 2010  
   vs. 2009

 

# Brand Brand Value % Brand Value 
  2010 ($M) Change 2010  
   vs. 2009

THE TOP 100

1  114,260 14%

2  86,383 30%

3  83,153 32%

4  76,344 0%

5    
*
 67,983 1%

6  66,005 -1%

7  57,047 15%

8  52,616 -14%

9  45,054 -25%

10  44,404 -17%

11  43,927 15%

12  39,717 48%

13  39,421 -4%

14  30,708 12%

15  27,459 29%

16  26,492 -5%

17  25,741 12%

18  24,883 52%

19  24,817 16%

20  24,675 39%

21  24,291 3%

22  23,714 18%

23  23,408 23%

24  21,960 4%

25  21,816 -9%

26  21,769 -27%

27  20,929 -8%

28  20,663 -10%

29  19,781 2%

30  18,746 16%

31  18,012 12%

32  
**

 17,834 -2%

33  17,434 -8%

34  17,283 N/A

35  16,719 -7%

36  16,608 12%

37  16,393 6%

38 
 

***
 15,991 20%

39  15,476 N/A

40  15,112 N/A

41  15,000 -35%

42  14,980 0%

43  14,866 -58%

44  14,734 -2%

45 
 

14,454 N/A

46  14,303 -2%

47  14,224 15%

48 
®

 14,210 -38%

49  14,129 -6%

50  14,018 6%

 

# Brand Brand Value % Brand Value 
  2010 ($M) Change 2010  
   vs. 2009

51  13,935 N/A

52  13,912 -7%

53  13,736 -11%

54  13,403 -8%

55  13,010 20%

56  12,977 3%

57  12,969 -18%

58 
 

****
 12,752 -15%

59  12,597 5%

60  12,434 14%

61  12,426 17%

62  12,148 -1%

63  12,131 1%

64  12,032 9%

65  12,021 -31%

66  11,938 -23%

67  11,659 57%

68  11,351 80%

69  10,850 NA

70  10,593 23%

71  10,274 -7%

72 S  9,723 6%

73  9,675 N/A

74  9,418 -1%

75  9,356 62%

*The Brand Value of Coca-Cola includes Lites, Diets and Zero

** The Brand Value of Nintendo includes Wii and Nintendo DS

*** The Brand Value of Budweiser includes Bud Light

**** The Brand Value of Pepsi includes Lites, Diets and Zero

***** The Brand Value of Red Bull includes sugar-free and Cola

****** The Brand Value of Starbucks includes stores as well as coffee sold at the supermarket

******* Brand Value includes Playstation 2 and 3, as well as PSP

Source: Millward Brown Optimor (including data from BrandZ, Datamonitor and Bloomberg)

 

# Brand Brand Value % Brand Value 
  2010 ($M) Change 2010  
   vs. 2009

76  9,328 -28%

77  9,293 -31%

78  9,283 25%

79  9,201 -15%

80  8,986 4%

81  8,971 -3%

82 
 

*****
 8,917 9%

83  8,747 1%

84  8,607 -16%

85 
 

******
 8,490 17%

86  8,457 8%

87  8,383 20%

88  8,377 N/A

89  8,327 1%

90  8,236 2%

91  8,214 19%

92  8,160 -8%

93  8,159 4%

94  
******

 8,147 30%

95  8,003 18%

96  7,848 NA

97 
 

7,588 2%

98  7,450 13%

99  7,293 -16%

100  7,280 14%
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 TOP 100 

# Brand Brand Value % Brand Value 
  09 ($M) Change 09 vs. 08

26  21,294 85%

27  21,192 9%

28  20,059 67%

29  19,395 5%

30  19,079 3%

31  18,945 N/A

32  18,233 N/A

33  17,965 -25%

34  17,713 -8%

35  17,467 -20%

36  16,353 N/A

37  16,228 -34%

38  16,035 10%

39  15,776 5%

40  15,499 -14%

41  15,480 -53%

42  15,422 1%

43   15,076 7%

44 
 
** 14,996 -3%

45  14,991 -9%

46  14,963 -40%

47  14,961 -1%

48 
 
 14,894 -22%

49 
 
 14,608 -52%

50  14,571 -12%

 TOP 100 Most Valuable Global Brands 2009

# Brand Brand Value % Brand Value 
  09 ($M) Change 09 vs. 08

1  100,039 16%

2  76,249 8%

3 * 67,625 16%

4  66,622 20%

5  66,575 34%

6  63,113 14%

7  61,283 7%

8  59,793 -16%

9  53,727 45%

10  49,460 33%

11  41,083 19%

12  38,056 36%

13  35,163 -20%

14  29,907 -15%

15  27,842 -9%

16   27,478 100%

17  26,745 -9%

18  23,948 -15%

19  23,615 9%

20  23,110 -3%

21  22,938 -1%

22  22,919 6%

23 
®

 22,851 4%

24  22,811 16%

25  21,438 -6%

 TOP 100 

# Brand Brand Value % Brand Value 
  09 ($M) Change 09 vs. 08

51  13,562 -8%

52 
***

 13,292 23%

53  13,242 -6%

54  12,970 16%

55  12,549 33%

56  12,396 17%

57  12,254 -17%

58  12,061 8%

59  11,999 -4%

60  10,997 6%

61  10,991 N/A

62   10,911 34%

63  10,864 22%

64  10,841 N/A

65  10,586 48%

66  10,582 -17%

67  10,206 -13%

68  9,719 19%

69  9,491 -17%

70  9,280 -40%

71  9,189 14%

72  8,884 N/A

73  8,779 -29%

74  8,638 49%

75  8,631 20%

 TOP 100 

# Brand Brand Value % Brand Value 
  09 ($M) Change 09 vs. 08

76  8,609 -1%

77  8,601 36%

78  8,219 20%

79  8,154 N/A

80  8,052 168%

81  7,927 -31%

82   7,862 13%

83  7,852 -20%

84  7,777 -8%

85  7,512 -18%

86  7,468 15%

87  7,427 7%

88  7,415 -38%

89  7,260 -40%

90  6,992 -5%

91  6,922 -27%

92  6,765 -40%

93 **** 6,743 -55%

94  6,721 10%

95  6,713 -21%

96  6,572 24%

97  6,571 -17%

98  6,565 N/A

99  6,409 -19%

100  6,394 N/A

 *  The brand value of Coca-Cola includes Diet Coke, Coke Light and Coke Zero

 **  The brand value of Pepsi includes Diet Pepsi and Pepsi

 ***  Budweiser’s value includes both Bud Light and Bud

 **** ING value includes ING Bank and ING Insurance 

  Source: Millward Brown Optimor (including data from BrandZ, Datamonitor, and Bloomberg)
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The World's Most Valuable Brands

Apple has set the bar incredibly high over the past decade. The expectations 

have some fans grumbling about the lack of transformational products during 

recent launches. The company has largely upgraded existing product lines 

instead of releasing anything as revolutionary as its last huge category 

changer in 2010, the iPad. Speculation swirls about whether the Cupertino, 

Calif.-based company has peaked, with well-funded competitors like Samsung 

and Google also challenging Apple. Wall Street seems to think so — Apple’s 

stock plummeted 45% from its September 2012 high before partially 

recovering in the past six months.

But Forbes’ study of the top brands illustrates that the Apple name is as 

strong as ever. Apple is the most valuable brand in the world for a third 

straight time at $104.3 billion, up 20% over last year. It is worth nearly twice 

as much as any other brand on the planet by our count.

“The heart of a great brand is a great product,” says Kevin Lane Keller, 

branding expert and professor at Dartmouth’s Tuck School of Business. Apple 

remains a vital part of people’s everyday lives, and the brand continues to 

capture consumer’s imaginations (and wallets) in a range of products across 

different industries.

The company sold a record 33.8 million iPhones in its latest quarter. It also 

moved 14.1 million iPads and 4.6 million Macs. Roughly 30 billion songs have 

been sold on iTunes since it launched in 2003.  Sales of iPods are down, as 

people turn to their phones as music players, but Apple still sold 3.5 million 

iPods in its fiscal fourth quarter and 26.4 million for the year.

Design has been a large contributor to the strength of the Apple brand. 

“Design is how a product works, how it looks, how it feels. It’s functional and 

aesthetic. Apple has embraced that in the fullest sense possible in terms of 

making products simple, but also good looking and attractive,” says Keller.

Full List: The World’s Most Valuable Brands

Microsoft ranks second with a brand worth $56.7 billion. The value of the 

brand is flat over the past three years, as Microsoft struggles to make the 

transition from a PC to a mobile world. Growth has slowed, but it is still one 

Kurt Badenhausen, Forbes Staff

I cover sports business with rare dip in education & local economies
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of the most profitable brands in the world with operating margins of 34% in 

its latest fiscal year. The company’s $2.6 billion ad budget is one of the biggest 

in tech.

Coca-Cola is the only non-tech brand to crack the top five, ranking No. 3 with 

a brand value of $54.9 billion. Coca-Cola sold 13.5 billion cases of its 

signature drinks in 2012, up 3% from the prior year thanks to growth outside 

the U.S. Those sales represent half of the company’s soda revenue.  The brand 

became the first to record 50 million “likes” on Facebook last year and 

currently has 75 million fans on the social media site.

To determine the best brands, we started with a universe of more than 200 

global brands. We required brands to have a presence in the U.S., which 

eliminated some big brands like multinational telecom firm Vodafone and 

state-owned China Mobile, which is the world’s largest mobile phone 

provider. The final list includes product brands like Proctor & Gamble-owned 

Gillette and corporate brands like IBM, which ranks fourth.

Forbes valued the brands on three years of earnings and allocated a 

percentage of those earnings based on the role brands play in each industry 

(e.g., high for luxury goods, low for airlines). We applied the average price-to-

earnings multiple over the past three years to these earnings to arrive at the 

final brand value (click here for the full methodology).

The 100 most valuable brands span 15 countries across 20 broad industry 

categories. Brands from U.S.-based companies make up just over half the list 

with the next biggest representation from Germany (9 brands), France (8) 

and Japan (7). Tech brands are the most prevalent with 19, including six of 

the top 10.

Ninth-ranked Samsung had the strongest one-year gain of any brand in the 

top 100, up 53% to $29.5 billion. Samsung’s value soared 136% over the past 

three years. Sales for Samsung’s Galaxy S4 smartphone have been on fire and 

the company also benefits from its market leading position with memory 

chips. Samsung’s smartphone shipments rose 40% to 81.2 million in the third 

quarter, according to IDC. Its 31.4% market share is larger than the next four 

brands combined.

Samsung has poured money into marketing, particularly in sports, to 

highlights its innovative products. South Korean-based Samsung Electronics 

has been an Olympic sponsor since the 1988 Seoul Olympic Games. It uses 

global sports stars like track and field’s Usain Bolt and figure skater Kim Yu 

Na in its advertising. Samsung’s most high profile sports team deal is its $24 

million a year jersey sponsorship of European soccer champion Chelsea. The 

company’s ad budget hit $4.4 billion last year.

“Really strong brands are highly innovative and highly relevant, so they are 

always moving forward in the right direction with products and services that 

really appeal to people and are distinctive and different,” says Keller.

Samsung and Apple have been on remarkable runs, but they only need to look 

across the mobile space to see how quickly the value of a brand can collapse in 

the complex, fast moving technology world. Forbes valued the Blackberry 

brand at $6.1 billion last year, but just $2.2 billion this year and outside the 

top 100. Three years ago, Forbes deemed the Nokia brand worth $27.3 billion, 

ninth highest in the world. Today we figure it is worth $7 billion, which ranks 

No. 71. The value is down 55% from last year as the brand, like Blackberry, 

has been left behind in the smartphone world.
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Nokia was the world’s leading market of mobile phones for 14 years until early 

2012, but they failed to read the market and adapt to the consumer’s move to 

smartphones. Nokia still ranks second behind Samsung in global shipments 

in the low-priced, stagnant mobile phone category with a 13.8% market share, 

according to IDC. But Nokia is almost irrelevant in the high-priced, exploding 

smartphone area. Nokia sold 8.8 million of its Lumia smartphones in the 

third quarter—up 19% from the prior year, but Samsung sold nine times as 

many smartphones with unit growth twice as fast. Keller isn’t hopeful about a 

Nokia revival and adds, “In such a fast moving category and industry, it is 

murder to catch up once you fall behind.”

Full List: The World’s Most Valuable Brands

Research: Courtney Retter

–

You can follow me on Twitter or subscribe to my Facebook profile. Read my 

Forbes blog here.
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Apple has taken its lumps the past two weeks with the rollout of the iPhone 5. 

Customer complaints about the Maps app and phones that easily scratch 

sparked cries that these things never would have happened under Steve Jobs’ 

watch. Is the Apple brand headed south? Not a chance.

Apple remains a leader in innovation that is adored by consumers around the 

world. The brand helped the company generate $40 billion in profits over the 

past 12-months, second most in the world behind Exxon Mobil. How do you 

measure the power of a brand? It is the combination of financial value and 

positive consumer sentiment and Apple has both in abundance, which puts 

the Apple brand on top of Forbes inaugural list of the World’s Most Powerful 

Brands.

“Apple sets the pace, redefines categories and addresses our needs even 

before we realize we have them,” says Billy Mann, managing director at 

consulting firm Penn Schoen Berland. Look at the phone market, which Apple 

did not even enter until 2007. The annual release of the updated iPhone is 

now the most anticipated event of the year in the telecom category. Apple sold 

more than five million iPhone 5 units in the first weekend it went on sale last 

month.

The Apple brand is worth $87.1 billion by our count, up 52% from two years 

ago when Forbes last valued the top brands. The Apple brand is worth 59% 

more than Microsoft, which ranks No. 2 in brand value and overall.

The Microsoft brand is worth $54.7 billion, as the company remains a 

financial juggernaut with operating profit margins of 42%. Microsoft spends 

$1.6 billion annually on advertising, almost twice as much as Apple, to help 

get its message across. While Microsoft has been under fire, as Apple rocketed 

past it in market value and coolness factor, consumers still favor Bill Gates’ 

baby. Microsoft ranked first in a global survey of brands on perception done 

for Forbes by consulting firms Landor Associates and Penn Schoen Berland. 

The study measured 130 brands on attributes such as innovation and quality 

and Microsoft scored highly on “invests in customers” and “addresses my 

unique needs.”

Kurt Badenhausen, Forbes Staff

I cover sports business with rare dip in education & local economies
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“In an industry that transforms itself every year, Microsoft has been a leader 

for decades,” says Mann. Apple surprisingly only ranked 11th on consumer 

perception among the top 100 brands, but its huge edge in brand value kept it 

ranked as the most powerful.

In Pictures: The World’s Most Powerful Brands

Full Coverage: The World’s Most Powerful Brands

We started with a universe of more than 200 global brands to determine the 

most powerful. We required brands to have more than a token presence in the 

U.S., which eliminated some big brands like Spanish retailer Zara and telecom 

firm China Mobile. Forbes valued the brands on three years of earnings and 

allocated a percentage of those earnings based on the role brands play in each 

industry (e.g., high for luxury goods, low for airlines). We applied the average 

price-to-earnings multiple over the past three years to these earnings to arrive 

at the final brand value.

We then turned to Landor and PSB to survey 2,000 global consumers on 130 

brand names that Forbes valued at more than $2.5 billion. The firms gauged 

consumer perceptions of the brands on a dozen attributes. Forbes combined 

the brand values with the consumer study to determine our power list, 

overweighting the former (click here for a detailed methodology).

The Coca-Cola brand ranked No. 3 overall with a value of $50 billion and a 

rank of 29 among consumers. The company sold 26.7 billion cases of soda 

worldwide last year, with the Coca-Cola brand accounting for half of that. 

Sales for the soda category have declined seven straight years in the U.S., but 

Coca-Cola is the still the best-selling brand and a force globally. Retail sales 

for the brand topped $1 billion in 18 different countries in 2011.

Technology brands dominate the top 100 with 24 making the cut. Tech giants 

secured the three slots after Coca-Cola with No. 4 IBM (brand value: $48.5 

billion), No. 5 Google ($37.6 billion) and No. 6 Intel ($32.3 billion).

Upstart tech brand, Facebook, is worth $13.1 billion, which is 36th highest 

among all brands, but the social media site was crushed in the survey by 

Landor and PSB. Consumers dinged Facebook on the trust and transparency 

attributes, as well as on understanding and caring about customers. Clearly, 

privacy concerns remain a hot-button topic among Facebook’s roughly one 

billion users. The brand ranked No. 99 with consumers among the top 100 

with only Verizon faring worse. The poor consumer ratings knocked Facebook 

down to No. 73 overall on the power brands list.

Facebook made the top 100, but other valuable brands like Marlboro ($15.3 

billion), JPMorgan ($13 billion) and Goldman Sachs ($8 billion) failed to 

make the final cut, as a result of poor consumer scores. These three brands all 

ranked among the bottom five of the 130 surveyed by Landor and PSB.

Other less valuable brands got a bump up in the rankings thanks to consumer 

sentiment. The General Mills brand is worth $3.5 billion, which is the in the 

bottom five of the 100 most powerful. But General Mills ranks No. 47 overall 

thanks to consumer sentiment that ranks second behind only Microsoft. 

“Consumers, especially Americans, trust, and find comfort in their food 

brands,” says Mann. The maker of Cheerios and Wheaties scored highly on 

attributes like “makes communities a better place” and “cares about the issues 

that matter to me.”
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In Pictures: The World’s Most Powerful Brands

Full Coverage: The World’s Most Powerful Brands

-

Follow me on Facebook or on Twitter.

See the historic Forbes 400 print issue. Subscribe here.
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Apple 
Blasts Past Google To Become 
World's Most Valuable Brand

Image via CrunchBase

Apple is now the most valuable brand in the 

world.

The value of the Cupertino, California-based 

company’s brand grew 84% to $153.3 billion, 

according to WPP, bumping search engine 

Google out of the top spot on the advertising 

and marketing company’s list of most valuable 

brands after a four-year run.

The value of Apple’s brand has grown 859% 

since 2006, according to WPP, thanks to the 

success of new products such as Apple’s iPhone 

smartphones and iPad tablet computers.

Tech brands comprise one-third of the 100 most valuable brands on the sixth 

annual “BrandZ Top 100 Most Valuable Global Brands” study, released 

Monday.

Six of the top ten most valuable brands were technology or 

telecommunications companies, including Apple, Google, IBM, Microsoft, 

AT&T, and China Mobile, according to WPP.

Google, number two on the list, saw the value of its brand fall 2% to 111.5 

billion.

The value of Amazon.com‘s brand rose 37% to place it 14th on the list, passing 

Walmart to become the most valuable retail brand.

Facebook made the list for the first time. WPP figures the social network’s 

brand is worth $19.1 billion.

Brian Caulfield, Forbes Staff

Covering the intersection of new things and mass markets.
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Apple Pulls a Hat Trick with Brand of the Year Status Across Three Harris 

Poll EquiTrend® Categories 
 

Tech Categories are Full of Multi-Year Award Companies – Apple, Hewlett Packard and Verizon Wireless; 

NewEgg.com Makes Debut Appearance 

NEW YORK, N.Y. – June 25, 2013 – While many have questioned the post-Steve Jobs fate of Apple, the company 

continues to hold its spot as a top technology brand across three mainstream categories, according to findings 

from the 2013 Harris Poll EquiTrend® (EQ) study. In its fi st full ea  u de  Ti  Cook’s ste a dship, Apple took 

home repeat Brand of the Year distinctions in three categories - Computer, Tablet and Mobile Phone - in the 

annual study, which measures the perceptions of 38,500+ American consumers on more than 1,500 lifestyle, 

product and service brands across over 155 categories. 

A e i a s o ti ue to gi e Apple a ds st o g ati gs,  says Manny Flores, Senior Vice President at Harris 

I te a ti e. A d hile thei  Co su e  Connection scores are strong within their respective categories, what 

really stands out is that in all three of the categories Apple brands are measured – Computer, Tablet and Mobile 

Phone – its Brand Momentum scores are in the top 30 of all 1,500 brands evaluated in the study, showing that 

co su e s see this as a a d of the futu e.  Consumer Connection measures a a d’s E otio , Fit, T ust a d 
Performance; Brand Momentum is comprised of Energy, Ubiquity, Future Outlook, Leadership and Popularity.  

Apple crunches three categories’ worth of competition 

Apple continues to hold the top spot among computer manufacturers, earning the 2013 Harris Poll EquiTrend 

Brand of the Year. Strong scores for all elements of Brand Equity (Familiarity, Quality and Purchase 

Consideration) keep the brand at the top. 

Despite a d op i  Apple’s Quality score for this year, their Brand Momentum score increased, which was driven 

by increases in Ubiquity and Popularity scores,  o ti ues Flores.  

Hewlett-Packard computers holds steady year-over-year behind Apple computers, but has been unable to match 

the peak its Brand Equity scores reached in 2011. Also finishing above the category average are Dell, with strong 

Familiarity and improving Purchase Consideration scores, as well as the style-focused Sony computer brand. 

Computer brands ranked above category average: 

 

1 Apple Computers - 2013 Computer Brand of the Year 

2 Hewlett-Packard (HP) Computers 

3 Dell Computers 

4 Sony Computers  

Other Computer brands in study ranked below category average (alphabetically): Acer Computers, Asus Computers, Compaq 

Computers, Fujitsu Computers, Gateway Computers, Lenovo Computers, Panasonic Computers, Samsung Computers, Toshiba Computers 

mailto:press@harrisinteractive.com


 

  2 

I  the o ld of ta lets, Apple’s iPad se ies, hi h e pa ded its offe i gs i   ith the iPad mini, receives the 

Ta let B a d of the Yea  disti tio  fo  the se o d o se uti e ea . A azo ’s Ki dle Fi e se ies, hi h also 
expanded in 2012 with the addition of HD and larger offerings, follo s. While oth the Apple iPad a d A azo  
Kindle Fire series of tablets show small gains in Brand Equity for 2013, they both receive strong increases for 

Purchase Consideration,  sa s Flo es. These i eases sho  ho  the elati el  e  Ta let te h olog  has 

grown to meet the needs of both the sophisti ated a d fi st ti e ta let u e .   Google’s Ne us se ies, 
“a su g’s Gala  se ies a d HP’s “late se ies ta lets also out-perform the category average. 

Tablet brands ranked above category average: 

 

1 Apple iPad Series – 2013 Tablet Brand of the Year 

2 Kindle Fire Series 

3 Google Nexus Series  

4 Samsung Galaxy Series 

5 HP Slate Series  

Other Tablet Computer brands in study ranked below category average (alphabetically): BlackBerry PlayBook (Tablet), Microsoft 

Surface (Tablet), Motorola XOOM (Tablet), Nook HD Series 

Another product category, another repeat Brand of the Year Brand of the Year title for Apple. For the second 

consecutive year, the iPhone earns the 2013 Mobile Phone Brand of the Year title. HTC, Samsung and LG, each 

with Android phones in their lineups, also outperform the category average. 

Mobile Phone brands ranked above category average: 

 

1 Apple iPhone – 2013 Mobile Phone Brand of the Year 

2 HTC Phone 

3 Samsung Phone 

4 LG Phone  

Other Mobile Phone brands in study ranked below category average (alphabetically): Blackberry Phone, Kyocera Phone, Motorola 

Phone, Nokia Phone, Pantech Phone, Sanyo Phone, Sharp Phone, Sony Phone, T-Mobile Phone 

Verizon clearly not phoning it in 

Also scoring repeat Brand of the Year accolades in multiple categories, Verizon receives the top position in two 

mobile service categories:  the Pre-Paid Mobile Carrier Brand of the Year title (for the second consecutive year) 

and the Mobile Network Brand of the Year title (for the third year in a row).   

Both Ve izo  a ds e ei e st o g s o es st aight a oss the oa d, including in the areas of Consumer 

Connection and Brand Momentum,  comments Flores. 

AT&T also scores ahead of the category average for both of these categories, while TracFone Wireless 

outperforms the Pre-Paid Mobile Carrier category average. 

Mobile Network brands ranked above category average: 

 

1 Verizon Mobile Network – Mobile Network Brand of the Year 

2 AT&T Mobile Network  
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Other Mobile Network brands in study ranked below category average (alphabetically): Alltel Mobile Network, CenturyLink Mobile 

Network, Cricket Mobile Network, Sprint Mobile Network, T-Mobile Mobile Network, Virgin Mobile Network, Vonage Mobile Network 

Pre-Paid Mobile Carrier brands ranked above category average: 

 

1 Verizon Wireless (no contract wireless phone) – Pre-Paid Mobile Carrier Brand of the Year 

2 AT&T GoPhone (no contract wireless phone) 

3 TracFone Wireless (no contract wireless phone)  

Other Pre-Paid Mobile Carrier brands in study ranked below category average (alphabetically): Boost Mobile (no contract wireless 

phone), Cricket Wireless (no contract wireless phone), MetroPCS (no contract wireless phone), NET10 Wireless (no contract wireless 

phone), Virgin Mobile (no contract wireless phone) 

HP sets the tone(r) 

When it comes to printing, Hewlett-Packard continues to be recognized as the Printer Brand of the Year for 

2013. HP maintains its strength across all measures of Brand Equity, including Familiarity, Quality and Purchase 

Consideration, as well as Consumer Connection and Brand Momentum, proving Americans still continue to 

connect with the brand.  

Other brands ranking above the category average include Canon, Kodak, and Xerox, with Samsung moving above 

the category average for 2013. 

Printer brands ranked above category average: 

 

1 HP Printing & Imaging – Printer Brand of the Year 

2 Canon Printing & Imaging 

3 Kodak Printing & Imaging 

4 Samsung Printing & Imaging 

5 Xerox Printing & Imaging  

Other Printer brands in study ranked below category average (alphabetically): Brother Printing and Imaging, Dell Printing & Imaging, 

Epson Printing & Imaging, Konica Minolta Printing & Imaging, Kyocera Mita Printing & Imaging, Lexmark Printing & Imaging, Panasonic 

Printing & Imaging, Ricoh Printing & Imaging, Sharp Printing & Imaging, Toshiba Printing & Imaging 

Newbie Newegg.com named Online Computer Retailer Brand of the Year 

Lastly, this year includes a new study category  looking at where consumers shop for and purchase computers 

online.  Newegg.com rises to the top of this new study category to earn the Online Computer Retailer Brand of 

the Year title. While not the most Familiar brand in this category, Newegg.com enjoys strong Quality and 

Purchase Consideratio  s o es. U de l i g Ne egg. o ’s st o g B a d E uit  s o e a e strong Consumer 

Connection scores.  Also ranking above the category average are Microsoft.com, Store.Apple.com and 

BestBuy.com. 

Online Computer Retailer brands ranked above category average: 

 

1 Newegg.com – Online Computer Retailer Brand of the Year 

2 Microsoft.com 

3 Store.Apple.com (Apple Store) 

4 BestBuy.com  
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Other Online Computer Retailer brands in study ranked below category average (alphabetically): CDW.com (Computer Discount 

Warehouse), Dell.com, HPShopping.com (Hewlett Packard), Store.Sony.com, TigerDirect.com 

Harris Poll EquiTrend® Methodology 

A sample of 38,814 U.S. consumers ages 15 and over were surveyed online by Harris Interactive from January 11 

through February 8, 2013 and the survey took an average of 35 minutes to complete. The sample was from the 

Harris Interactive online panel of respondents, a database consisting of over a million cooperative respondents 

who have double-opted in to be randomly invited by Harris Interactive to take part in online surveys. The total 

number of brands rated was 1,511. Each respondent was asked to rate a total of 40 randomly selected brands. 

Each brand received approximately 1,000 ratings. Data were weighted to be representative of the entire U.S. 

population of consumers ages 15 and over based on age by sex, education, race/ethnicity, region, income, and 

data from respondents ages 18 and over were also weighted for their propensity to be online. This is the same 

precision weighting approach Harris has used to become the leading online polling organization when calling 

elections. 

The Brand Equity Index is the ke sto e to the E uiT e d p og a  p o idi g a  u de sta di g of a a d’s 
o e all st e gth. A a d’s E uit  is dete i ed by a calculation of Familiarity, Quality and Purchase 

Consideration. Brand of the Year is determined by a simple ranking of brands. 

An academic study concluded that when using the Harris Poll EquiTrend® Brand Equity model to determine 

brand value (as opposed to a financially-based measure of brand value), the stock performance of the top 

brands consistently surpassed the market during the 2008 financial downturn. The academic study findings 

appear in the September 2012 issue of the International Journal of Research in Marketing in the paper titled, 

"The Performance of Global Brands in the 2008 Financial Crisis: A Test of Two Brand Value Measures." The 

paper was authored by Johny K. Johansson, Claudiu V. Dimofte and Sanal K. Mazvancheryl.  

The Harris Poll EquiTrend® study results disclosed in this release may not be used for advertising, marketing or 

promotional purposes without the prior written consent of Harris Interactive.  

Product and brand names are trademarks or registered trademarks of their respective owners. 

About Harris Interactive 

Harris Interactive is one of the world's leading market research firms, leveraging research, technology, and 

business acumen to transform relevant insight into actionable foresight. Known widely for the Harris Poll® and 

for pioneering innovative research methodologies, Harris offers proprietary solutions in the areas of market and 

customer insight, corporate brand and reputation strategy, and marketing, advertising, public relations and 

communications research. Harris possesses expertise in a wide range of industries including health care, 

technology, public affairs, energy, telecommunications, financial services, insurance, media, retail, restaurant, 

and consumer package goods. Additionally, Harris has a portfolio of multi-client offerings that complement our 

custom solutions while maximizing our client's research investment. Serving clients in more than 196 countries 

and territories through our North American and European offices, Harris specializes in delivering research 

solutions that help us – and our clients – stay ahead of what's next. For more information, please visit 

www.harrisinteractive.com. 

http://www.sciencedirect.com/science/article/pii/S0167811612000225
http://www.harrisinteractive.com/
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17 24,893

18 24,088

19 23,620

20 18,490

21 18,168

22 17,892

23 17,646

24 17,085

25 16,676

26 13,818

27 13,763

28 13,162

29 13,035
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30 12,987

31 12,614

32 12,183

33 11,456

34 11,120

35 10,989

36 10,821

37 10,651

38 10,151

39 9,874

40 9,813

41 9,471
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42 9,181

43 9,004

44 8,536

45 8,503

46 8,408

47 8,103

48 7,973

49 7,968

50 7,833

51 7,767

52 7,732

53 7,648

54 7,616
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55 7,535

56 7,527

57 7,444

58 7,125

59 7,096

60 6,897

61 6,845

62 6,779

63 6,710

64 6,471

65 6,203

66 6,192

67 6,086
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68 5,821

69 5,811

70 5,756

71 5,724

72 5,570

73 5,535

74 5,465

75 5,440

76 5,413

77 5,189

78 4,980

79 4,899

80 4,865
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81 4,777

82 4,745

83 4,708

84 4,660

85 4,645

86 4,642

87 4,610

88 4,584

89 4,578

90 4,428

91 4,399

92 4,331

93 4,276
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94 4,269

95 4,262

96 4,230

97 4,206

98 4,013

99 3,943

100 3,920
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 44 48 Spain Apparel 8,065 8%
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 54 52 United States Financial Services 6,634 -4%
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 57 59 United States Electronics 6,414 5%

 58 55 United States Media 6,383 -5%

 59 63 Germany Automotive 6,171 13%

 60 62 Germany Sporting Goods 6,154 12%

 61 65 South Korea Automotive 6,005 19%

 62 60 United States Restaurants 5,902 1%

 63 61 United States Beverages 5,604 -3%

 64 70 United States Diversified 5,598 19%

 65 64 United States FMCG 5,376 6%

 66 69 France Luxury 5,356 12%

 67 67 Germany Financial Services 5,345 9%

 68 68 Spain Financial Services 5,088 5%

 69 73 Japan Electronics 5,047 16%

 70 77 France Luxury 4,781 18%

 71 71 United States FMCG 4,672 3%

 72 72 Germany Automotive 4,580 4%

 73 76 United States Luxury 4,498 9%

 74 81 Netherlands Energy 4,483 12%

 75 82 United States Financial Services 4,478 12%

 76 66 United States Internet Services 4,413 -11%

 77 79 France Alcohol 4,383 9%

 78 78 United States Alcohol 4,319 7%

 79 74 United Kingdom Financial Services 4,259 1%

 80 88 United States Computer Software 4,170 15%

 81 83 United States Restaurants 4,092 3%

 82 80 Switzerland Financial Services 4,090 2%

 83 75 United States FMCG 4,072 -2%

 84 84 United States Apparel 4,040 2%

 85 90 United States Diversified 3,945 10%

 86 85 Mexico Alcohol 3,924 2%

Page 3 of 4Interbrand - Best Global Brands 2011 - Top 100 brands

10/5/2011http://www.interbrand.com/en/best-global-brands/best-global-brands-2008/best-global-bra...



SI GN UP  
FOR UPDATES
Take m e to the form  

RSS  |  COPYRI GHT ©  2011 I NTERBRAND. ALL RIGHTS RESERVED.|   

 Rank
Previous 

Rank
Brand Region/Country Sector Brand Value ($m)

Change in 
Brand Value

 87 87 Germany FMCG 3,883 4%

 88 92 United Kingdom Alcohol 3,842 8%

 89 89 United Kingdom Alcohol 3,841 6%

 90 NEW Japan Automotive 3,819 N/A

 91 93 Netherlands Alcohol 3,809 8%

 92 86 Switzerland Financial Services 3,799 0%

 93 95 Italy Luxury 3,794 10%

 94 94 Switzerland Financial Services 3,769 8%

 95 100 United Kingdom Luxury 3,732 20%

 96 97 United States Restaurants 3,663 10%

 97 NEW United States Diversified 3,651 N/A

 98 NEW Taiwan Electronics 3,605 N/A

 99 91 Italy Automotive 3,591 1%

 100 98 United States Automotive 3,512 7%
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W orld's M ost Admired Companies

Top 50 rank: 1

Rank in Computers: 1

(Previous rank: 1)

Overall score: 8.24

Ticker: AAPL

W hy it's admired:

Apple has had a rough t ime lately with 

its stock price in a free fall and the 

widely publicized failure of its Maps 

feature. However, it  remains a 

financial juggernaut, post ing $13 

billion in net income last quarter, making it  the most profitable company in the world 

during that period. The company has its fanat ical customer base, and it  st ill refuses to 

compete on price, making the iconic iPhone and iPad products that are st ill widely seen as 

prest ige devices. Competit ion may be st iff, but so far it  remains behind: In Q4 2012, the 

iPhone 5 was the world's best selling smartphone, followed in second place by the iPhone 

4S. —OA

Headquarters:

Cupert ino, CA

Website: www.apple.com

By Omar Akhtar, Erika Fry, Anne VanderMey and Kurt  Wagner

Job openings...
at Apple

At-Home Advisor (Japanese)
Austin, TX-Apple

Apple At-Home Team Manager
Frisco, TX-Apple

At Home Advisor - AppleCare (Customer...
Austin, TX-Apple

AppleCare At-Home Team Manager
Frisco, TX-Apple

Group Program Manager
Santa Clara, CA-Apple

See All Jobs

jobs by 

Search All Jobs from Across the W eb

job t it le or compan location

Recommend 1.4k
Email
Print 1 of 50

Apple BACK NEXT

1

BACK NEXT
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Frontrun a Revolutio n
Own the Stock Poised To Create a New Generation of Millionaires.
www.EmergingPennyStocks.com

New Look. Powerful Tools.
Get UNLIMITED credit score access at the new TransUnion® site
transunion.com

Buy a link here

Tech stars

Top companies in innovation, responsibility and 
more

7 Most Admired Companies that fell off the map

See full list

Home Video Business News Markets My Portfolio Investing Economy Tech Personal Finance Small Business Leadership Like 150k

U.S. Log In CNNSubscribe to Fortune

Submit QuSubmit QuEnter symbol or keyword
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